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Y cmammi po3a/nissHymo pekiamHuli mekcm siK
CKNIaOHUK MapKemuH2080i KoMyHikayji. HadaHo
BU3HAYEHHS1 MOHSIMMIO MapKemuH2080i KOMy-
Hikayji ma pekiamu, wjo dasio 3Mo2y BuUsSIBUMU
BUMO2U 00 meKcmy 3 Mo3uyji MpocysaHHs. Bio-
MiYeHO, WO pek1amMHa KOoMyHikayis 3asou
6yOdyembCsl BUXOOSIHU 3 OYiKyBaHO20 eghekmy,
a peknamHull mekcm € i iHcmpymeHmom. Y3a-
2a/lbHEHHs1 Nioxodis 00 mpakmysaHHsi cym-
Hocmi kamezopii «pexknamHuli mekcm» daso
3mo2y BusIBUMU (i020 OCHOBHI XapaKmepucmuku
ma 3arporioHysamu Kiacugbikayiro  pekiam-
HUX meKcmig 3a Oekiflbkoma Kpumepismu, Wwo
Y noda/ibLoMy MoXe 6ymu BUKOpUCMaHO 07151
adanmayii cmpyKmypu pekiaMHo20 mexcmy
00 BUMO2 KOHKPEMHO20 Murly MapKemuH2oBoi
KomyHikayjii. BUOKpem/ieHo MooesTi  KOMIo3u-
yil peksiamMHo20 mekcmy, siki € OCHOBOK O/
BUBOPY cmpykmypu mekcmy ma (io20 3Micmos-
HO20 HarosHeHHs1. 3arporoHoBaHo demarizo-
BaHy CmMpyKmypy peki1aMHO20 mekcmy: cmucsty
i MOBHY, Ma OKPecseHo memy, Wo Moxe bymu
docsizHyma W/IsIXOM BK/I0YaHHsI 8 CMpPYKMypy
Mo20 YU IHWO20 CMPYKMYPHO20 e/1leMeHMy.
KntouoBi cnoBa: pekiamMHuli mekcm, C/i02aH,
cmpykmypa pexkiamHo20 mekcmy, knacucgpika-
YiliHi 03HaKU, 3a20/1080K.

B cmambe paccMompeH pek/siaMHbili mekcm
Kak cocmasnsiowasi MapkemuH20800 KOMMy-

Hukayuu. [aHo orpedesieHue MoHIMuUK Map-
KemuH2080U KOMMYHUKayuu U peKiambl, Ymo
M10380/1U/10 BbISIBUMB MPEGOBaHUSI K mekcmy
€ no3uyuu npodsuxeHus. OMMeYeHo, 4Ymo
peknamHasi KOMMyHUKayusi Bceeda Ccmpo-
umcsi, ucxodsi u3 oxuodaemozo aghghekma, a
peknamHblli mekcm sensemcsi ee UHCmpy-
meHmom. O6o6ueHue Mooxodo8 K mpak-
moBKe CYWHOCMU Kamea0puu «pek/amHbIl
mekcm» Mo380/1U/IO BbISIBUMbL €20 OCHOBHbIE
Xapakmepucmuku U npednoxums Kaaccughu-
Kayuto peKnamHbIX MEeKCMos M0 HECKO/bKUM
KpumepusiM, 8 dasibHelwem Moxem 6bimb
ucronb308aHO 0/1 adanmayuu CmpyKmypb|
peknaMHo20 meKcma K MmpeGoBaHUsIM KOH-
KpPemHo20 muna MapKemuH2080U KOMMY-
Hukayuu. BbidenieHbl Modenu  KoMmosuyuu
peKnaMHO20 mekcma, Komopble SB8/somcs
ocHosol 07151 8bI6oOpa CMpPyKmMypbl mekcma u
e20 codepxamesibHo20 HarnonHeHusi. [ped-
JIOKEHO  0emas/lu3upoBaHHYyI0  CMpyKmypy
pekiaMHO20 meKcma: Kpamkyro U MO/Hyto, a
markxxe 0603Ha4eHb! Yesu, Komopble Moxeym
6bimb  AOCMUBHYMbI  YMeM  BK/IKOYEHUST B
CmpyKmypy mozo U/U UHO20 CMPYKMYPHO20
efneMeHma.

KntoueBble croBa: peksiamHbIl mekcm, c/io-
2aH, CmpyKmypa peK/iaMHo20 mekcma, K/1accu-
GhUKAYUOHHbIE NMPU3HAaKU, 3820/1080K.

The development of marketing communication pursues the purpose of paying attention to the product or offer of the enterprise, to distinguish it from the
offers of competitors, the consumer's interest, to encourage him to seek additional information, to manipulate his behavior to ensure the sale of goods.
The presence of information noise is increasingly tightening requirements for the creation of advertising messages, including the writing of advertising
text. It must meet several requirements: fully display the advertiser's message, be concise, take into account the requirements of the advertising medium,
response type perception and more. The complexity of writing promotional text leads to increased interest in it, both by practitioners and by scientists.
Methodological basis of the study were methods of generalization, concretization, systematization, synthesis, stylistic analysis, subject-descriptive and
comparative methods. The need to develop an appropriate structure for advertising text requires a thorough analysis of existing texts. Generalization of
scientific experience has made it possible to obtain the following results. First, consider the approaches to interpreting the nature of the ‘promotional text”
category, which allowed us to distinguish the specific requirements that the advertising text must meet. Seconad, to classify advertising texts that can be used
to tailor advertising text to the specific requirements of marketing communication. Third, to distinguish the models of the composition of the advertising text,
which are the basis for choosing the structure of the text and its content. Fourth, to offer a detailed structure of the advertising text, indicating the purpose
of inclusion of one or another element in the overall structure and the possible effect. The practical value of the results of the research is to develop a basic
structure of advertising text that can be adapted to any communication. In addition, it has been found that the development of advertising text for traditional

and online communication needs to take into account the particularities of the environment and therefore needs further investigation.
Key words: advertising text, slogan, structure of advertising text, classification features, title.

MoctaHoBKa npo6nemu Kniovose 3aBAaHHA po3-
pPo6/1eHHA peknamMHOT KOMYHIKaLil — 3BepHYTH yBary
Ha 06’eKT peknamu, BUAIUTY Oro, 3aLikaBuTu cno-
XvBaya, CMOHyKaTu WMOro A0 NOLYKYy [A04aTKOBOI
iHpopMavL,ii i BpeLTi KynuTn ToBap. 3Baxawun Ha
KINbKICTb pek/iaMHUX NOBIAOM/IEHb, 3 AKUMW LLOAHSA
CTMKAETBCA CMOXMBaY, PO3pPO6NATU  peKTaMHUi
TEKCT, CMPOMOXHWIA BUKOHATW 3aBAaHHA KOMYHiKa-
uii, ctae Bce Baxdye. Lle BucyBae A0 peknamHoOro
TEKCTY K OAMHULiI peknamMHOi KOMYHiKauil neBHi
BUMOTW, BUMarae 1oro TpaHcdopmal,ii, OHOB/IEHHS,
MOCW/IEHHS EKCNPECUBHOCTI 3 METOH [OHECEHHS Ta
CNPUIAHATTA ifel pek1amMHOro NocAaHHs.

AHasi3 ocTaHHIX pocnigpkeHb i nyo6nikauin.
MocuneHHA pek1IaMHOro «LWyMYy» B OCTaHHi poku Npu-
BE/1I0 A0 MOCWUMIEHHS iIHTEPECY A0 BMBYEHHSI TEKCTIB
MacoBOT KOMYHikaLii. MpakTuky Ta HaykoBL,j BigMiva-

I0Tb BaXKNNBY POJib CTPYKTYpPU Ta MOBHOIO OpopM-
JIEHHA pPeKnaMHOro TeKkCTy. BUCBITNEHHIO Micus
peknamMHOro TeKCTY B MapKeTUHIOBI KOMYyHikauil
npuginnnn yeary 1.0. bawwmHcbka [3], H.B. KapneHko
[6], A.4. HaymoBa [13], oco6/MBOCTAM CKafaHHSA
peknaMHoro Tekcty npuginunm ysary B.lO. Bana-
xiHa [2], FO.C. bepHaackka [4], C.1O. TiopiHa [14],
A.FO. Mopo30oB [12]; cMHTaKcuUC peknamMHoro TekcTy
BifgoGpaxeHo y npaysx €. KoeaneHko [8], cTunictny-
HWli BUrNsAg nepebysae y noni 3opy A.C. Kunbguiio-
BOi [7], E.B. KynukoBoi [10]. Mpn ubOMy HeBupiLLe-
HUM € MUTaHHA opraHizayii (CTPYKTypu) peksiaMHOro
TEKCTY 3 METOH MOCWIEHHA AOr0 BNAMBY Ha MoBe-
[OiHKY cnoxuBaya.

MocTtaHOoBKa 3aBAaHHA. MeTol [AOCNiAKEHHN
€ BMpIWWEHHS NUTaHHS PO3P06MEeHHs [aeTanisoBa-
HOI CTPYKTYpW PEKNIaMHOro TekcTy. [ns BMpiLEHHS

363




IHOPACTPYKTYPA PUHKY

noctaBneHoi MeTu nepefbdaqyaeTbCa  BUPILLEHHSA
TakMX 3aBfaHb: @) PO3MIAHYTU MAXOAN OO TPakTy-
BaHHS1 CYTHOCTI KaTeropil «peknamHuii TekcT», 0)
KnacuaikyBaT pekniamHi TeKCTi, WO AacTb 3MOry
aganTyBaTu CTPYKTYpy TEKCTy BiAnNOBigHO A0 #oro
TUNY, B) BUOKPEMUTU MoAeNi KOMNO3WLT peknamHoro
TEKCTY, ) 3anponoHyBaTu AeTani3oBaHy CTPYKTYpY
PEKIAaMHOT0 TEKCTY.

Buknag OCHOBHOro martepiasly AOCAiIKEeHHS.
KomyHikauisi — HeBif'€éMHWI KOMMNOHEHT Cy4yacHOro
cycninbctBa. B ymoBax CbOrogeHHs BOHAa BUKOHYE
Aekinbka hyHKUIA: Bif BCTAHOBMEHHSA 3B'A3KY Y MiX-
0COOWCTICTHOMY CNiSIKYBaHHI A0 BU3HAYEHHS KOMYHi-
KaT1BHOI yCTAHOBKM 3 METOO 3ar/1aHOBaHOro BM/MBY
Ha noauHy abo rpyny nwgeii. MoXNuBICTb BNMBY
po6UTL KOMYHiKaLjito 3aTpebyBaHO0 Y pi3HUX cdepax,
30KpEMA Y MapKeTUHTY, sIKUil BUKOPUCTOBYE MOBHI Ta
HeBepbasibHI 3ac06u 415 34iINCTEHHA 3an/1aHOBaHOro
BNAMBY Ha CNoOXuUBaya.

KomyHikauiiHa noniTka € ogHMM 3 e/1IEMEHTIB Map-
KeTUHroBo Mikcy (4P: product, price, pace, promotoin),
AKUA OCHOBOMOSIOXHUK MapkeTuHry ®. Kotnep BBa-
XaB TakuM, WO «B yMOBax iH(hOpMauiiiHOi Hacuye-
HOCTI BU3Ha4ae ycnix nignpuemctaa abo lioro Toapy /
nocayrn Ha 06paHomy puHKY» [9]. OCKi/IbKM CbOroAHI
3B'AA30K «BUMPOOBHUK-CNOXMBAY» € [BOCTOPOHHIM, TO
TpaauLiiHe «npocyBaHHs» (Promotoin) 3aMiHeHO Ha
«KOMMyHikaLjto» (Communication), SK 6inbL LWMPOKe
MOHATTSA, L0 BM3HAYaE 34aTHICTb Ta NparHeHHs cno-
XXrBaya [0 3B’A3KYy 3 BUPOOHUKOM.

3a BusHayeHHam [A.[. HaymoBOIl, «peknamHa
KOMYHiKalisi» — ue «npouec nepegadi iHcopmauii
NOTEHLAHMM NOKYNUAM i Tl CIPUAHATTA HAMU B YMO-
Bax MKOCOOMCTICHOrO i MacOBOr0 CMisIKyBaHHS vyepes
KaHanm 3a [0NOMOrol Pi3HMX KOMYHIKATUBHUX 3aco-
6iB» [13, c. 36]. I.O. bawwnHcbka nig, MapKeTUHroBoo
KOMYHIKaLLiEl0 BM3HA4Ya€e «cucTemaTuyHe KOMGIHO-
BaHe BMKOPUCTAHHA CYKYNHOCTI KOMYHiKaTUBHOIO
pecypcy [On8 ynpas/iHHA MPOLECOM MpPOCYBaHHSA
TOBapy Ha BCix eTanax — nepeg, npogaxem, y MOMEHT
npoaaxy, nig vyac cnoxmBaHHs, nicns» [3, ¢. 9]. Take
BM3HAYEHHS KOMYHiKaUil € 4OCUTb NOBHUM Ta nepea-
6ayae BMKOPUCTAHHA BCiX pecypciB Ta Harnpas/ieHa
Ha (hopMyBaHHS 3B'A3KY 3 LLIIbOBUMM rpynamm KOm-
naHii: knieHTamu, rpomMafChKiCTIO, AepXaBoto, iHBec-
Topamu, iHBecTopamMu, CNiBPOBGITHUKaMK | nocTavyasib-
HMKaMuK. 3acobamy MapKETUHIOBMX KOMYHIKaUIi €:
peknama, CTUMysoBaHHsa 36yTy, PR Ta npsamuii map-
KeTuHr [6, c. 30—39]. ¥ BignosigHocTi A0 3aKoHy Ykpa-
THU «[Ipo peknamy», peknama — «iHdopmaLis npo
0coby 4m ToBap, po3noBCcloAKeHa B 6yab-AKii hopmi
Ta B Oyap-akuii cnocib i npusHayeHa cdhopmysatm
abo nigTpumaTy 06I3HaHICTb CNOXMBAYIB peknaMmy Ta
X iHTepec Wopo Takmx ocobu um ToBapy» [1]. OcHo-
BOMOMOXHUK MapKeTUHry sik Hayku ®. Kotnep Hagae
HacTynHe BM3HAYeHHSA peknamu — Le «HeocobucTta
dopma KOMYyHikau,ii, 3ailicHIOBaHa 3a nocepegHu-
UTBOM MAaTHUX 3aco6iB NOLIMpPEHHs iHopmauir,
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3 YiTKO BKasaHuMm mxepenom diHaHcyBaHHS» [9].
Peknama € HaiinepekoH/MBIWMM | HaigeLleBLINM
Cnoco6om MoiHOPMYyBaTK NOTEHLIAHMX CNOXKBaYiB
npo neBHWi ToBap abo NeBHy NOCAyry, BOHA OMNUCYE
CyMY BCiX 3yCW/lb, CNPSIMOBaHNX Ha HadaHHs iHdop-
Mavuji npo 6i3Hec abo NPOAYKT abo NOCNyry UiNbOoBii
ayguTopii [15].

AK BUOHO 3 BM3HAYEHHb, peknamy BUPI3HAKTb
Taki pucu fk:

— 06'eKT pekiaMyBaHHs;

— hopma;

— cnoci6 nepepavi;

— HEOCOBUCTICTb.

HaBegeHi pucuM  BU3HA4YalOTb  MHOXMHHICTb
peKknamMHuX TEKCTIB Ta pi3HOMaHIHHS OOpM peknamu.
Came yepes Lie BoHa 3aiiMae HaiiBaromille Micue y
CTPYKTYPi MapKETUHIOBUX KOMYHIiKaLiii BUPOBGHMKA.

PeknamHa kOMyHikaLis 3aBxan OyayeTbcs BUXO-
4aun 3 odikyBaHoro edyekty, a Ti iHCTPyMEHTOM €
peKknamMHuin TekcT — iHdopMaLliiHe MNOBIAOM/IEHHS
Ana cnoxvBava. BigMiTMMO, WO peknamHuii TekcT
cnig po3pisHATK Big PR-TekcTy (nabniciTi), Wwo npea-
CTaB/sie COOOK «HEOCOOUCTICHE CTUMY/HOBAHHS
nonuTy Ha ToBap, MOCAYTY UM LiSSIbHICTb LUASXOM
nyénikauin 4nm cnpuatTameBux peueHsiii» [9]. Nia-
X04W [0 BM3HAYEHHS CYTHOCTI MOHATTS «pek1amMHul
TEKCT» HaBeAeHo y Tabnuui 1.

Brxogsun 3 HaBeAeHUX BU3HAYeHb, MOXHA Bia-
MITUTKW, WO PeKNaMHUA TEKCT — Le ckiagHa Komy-
HikaTMBHA OOVHWULA, SIKa 3a CKNajoM i CTPYKTYpOIo
MOXe HabyBaTu PiZHOMAHITHMX KOHpirypauiin Ta B
SKI POKYCYETbCSA OiNbLUICTL €1EMEHTIB PEeKIaMHOI
KOMYHiKawjT.

BuKopurcTaHHA PisHUX KpUTEPIiB AaE 3MOry cucTe-
MaTu3yBaTu pekamHi Tekctu (puc. 1)

AK BUAHO 3 puc. 1, € 3HaYHa KiNbKiCTb KpuTe-
piiB, 3a AKMMK MOXHa Knacudikysatu peknamy i
peknamMHuii TekcT. Mpu LbOMy KiNbKICTb HaBeAeHWX
KpUTEpIiB MOXHa PO3LWNPUTK, BUAIAMBLUN TakKi Kpu-
Tepil, AK: KOHUEeHTpauia peknamu Ha cermeHTi (cenek-
TVBHa, afpecHa), reHaepHa cermeHTauis («4010BiYi»
Ta «KiHOYI» TEeKCTW) Ta 30HyBaHHA (MiXHapoaHa,
HauioHanbHa, perioHanbHa). Y Mexax degepadii
(3emenb, perioHiB) 3MICT Ta TEKCT 6yayTb 3MiHIOBa-
TUCS 3a/1€XHO Bif, PEriOHY, L0 XapakTepHe, Hanpu-
Knag, Ansa HiMeLbKOMOBHOro abo ykpaiHCbKOMOBHOIO
PEKIaMHOro NPOCTOpY.

OcHOBHe 3aBfaHHA Mig Yac CTBOPEHHS peksam-
HOrO TEKCTY — 3p0BUTU MOro BiNbl NPUAHATHUM 415
crnoxuBada, Wwo signosigae mogeni AIDA (attention —
interest — desire — action, To6To yBara — iHTepec —
BGaxkaHHA — fais).

Attention — iHTpu1rytoda KntoUHoBa gopasa — 3aro/10BOK.

Interest — noBifOMNEHHA NPO B/IACTUBOCTI TOBApy
(2—-3 peyeHHs);

Desire — kynbMiHaLjlinuii By3on. Moro meta —
BMKNVKATK 6a3aHHA npuabaTty ToBap, Npo AKWiA lige
MOBa B peknami. KynbMmiHauis 6yayeTbcs Ha ABOX
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nepegymoBax: Ha LjikaBOCTi (O4ikyBaHHi HOBOro) Ta

nouyTTi 6e3neku;

ra/IbHEHO 3MICT MOBILOM/IEHHSA 3 METOH 3AICHEHHS
npsMoi aii (NoKynkw).

MpuHUMnam uiei Mogeni Bignosigae CTpPykTypa

peKknamMHoOro TEKCTY, OCHOBHI eneMeHTN SKOi HaBe-
Action — chiHan peknamHOro pekcTy, B AKOMy y3a-  [EeHO Ha PUCYHKY 2.

| PexnaMuMit TEKCT |

- CJIOr'aH;

‘>| 3a cTpyKTypoI1o |—> - 3ar'0JIOBOK;

- OCHOBHHUU PEKJIAMHUH TEKCT;

- exo-(dpa3za.
.| 3a nparMatu4HUM .| - indopmaruBHA peKTama;
"| moxasuukoM - CIIOHYKAJIbHA pEeKIIaMa;
- HarajJyroda pekiama.
3a KaHAIOM - IpyKOBaHa peKiiama;
nepenadi - TeneBi3iiHa pexiama;

- pamio-pexiama.

»| 32 po3MileHHAM - 30BHIILIHA peKJIaMa;
"| - pekiama Ha TPaHCIIOPTI;
- BUCTAaBKOBI 3aX0JI{, TOIIO.

3a emowitHi - eMOLIiHE MOBIIOMIIEHHS,
N - pauioHaNbHE NOBiIOMIICHHS;
P - coniaibHe (MOpaJbHe).
5| 3a 00’exToM - ToBapHa,
peKIaMyBaHHS - KOPIOpaTHBHa;
- comiaibHa;
- MOJIITUYHA TOWIO.
3a THIIOM - MpoMHUcIIoBa (OpieHTOBaHa Ha cepy
> iIbOBOT » Oisuecy);
ayTopii - CHOXKKBYA (Opi€HTOBaHA Ha
iHAMBIAYaJbHOTO CIIOXKUBAYA).

Puc. 1. Knacudpikauisa peknaMmHUX TEKCTIiB

Lxepeno: y3azasbHEHO aBmopoM Ha OCHoBI [8; 9; 12; 16]

Bu3Ha4yeHHA peKslaMHOro TeKCcTy

PeknamHuii TEKCT pO3rNsSigaETbCad He MPOCTO K
OAMHULA KOMYHiKaLil, a sik cknagHe uine, Wwo sBnsie

Tabnuus 1

ABTOp

BusHauyeHHsA

Axepeno

1O.C. bepHaacbka

...KOMYHiKaTUBHa oANHMULS, sika PYHKLIOHYE B cchepi MapKETUHIOBUX KOMYHiKaLlil
i NpU3HaveHa A/19 HeoCoBUCTOro cnaavYeHoro NPocyBaHHA ToBapy (nocnyru), inei
abo coujasibHOI LiHHOCTI

(4]

€. KoBaneHko

...0C06VBWIA BUA, TEKCTY, LLIO MEBHUM YMHOM CTPYKTYPOBaHWI, Ma€ KOMYHIKaTVBHO-
nparMaTuyHy CNpsiMOBaHICThb | BUKOHYE (OYHKLit0 iIH(hOpMYBaHHS Ta BM/MBY.

(8l

T.B. Tto6yeHKo

...0CO6NMBWIA BN, TEKCTY, SIKWIA LLEe Ha3nBaloTb KPeosi30BaHUM, ake B HbOMY
CNiBBIAHOCATLCA BepbasibHUI (3arofloBOK, OCHOBHWI TEKCT, CNOraH, peknamHuii
3HaK) Ta Bi3yanbHWUIA KOMMOHeHTW (intocTpauis abo Bigeopsd, Komip, LWpudT,
choTorpadpis).

[11, c. 428]

A.1O. Mopo3os

...CKNaHW KOMYHIKaTUBHWIA MexXaHi3M, L0 penpeseHTye cTpaTeriyHy nporpamy
agpecaHTa, AKy cnpuiiMae Ta iHTepnpeTye agpecar. TekcT sk ogHa i3 dopm
peanizauii  KOMYHIKaTMBHOT (PyHKUii MOBM 3a CKIagOM | CTPYKTYpOK MOXe
HabyBaTy pi3HOMaHITHUX KOHDIrypaLwi; yce 3anexuTb Bif cuTyauii peanisauii Ta
hYHKUI, NOKNaAEHUX Ha TEKCT

[12, c. 232]

C.1O. TiopiHa

...Lle CYKYIHICTb ayfioBi3yasibHMX 3ac006iB y 6yAb-Kili KOMOGiHaLUT, L0 CnpsiMOBaHi
Ha peumnieHTa 3 METO BM/INBY, SKMIA MPAMO Y ONOCEPEAKOBAHO MOB'A3aHUNA 3
06'EKTOM peknamyBaHHS

[14, c. 152]

[PKkepesio: y3azasbHEHO aBmMopoM
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€c006010 MOCNIQOBHICTL 3HAKOBUX OAMHUUb, LIO BUpa-
XaKTbCA 3a [AOMOMOIOK CTPYKTYPHUX €/1eEMEHTIB
(cnoraH, 3aros10oBOK, OCHOBHWIA TEKCT, NyHa-thpasa,
PEeKBi3UTK hipMu, WPUET, Konip i iHWi rpadivHi ene-
MEHTW, iNtocTpaLii, Ha3Ba KomnaHii, 10roTun), Makcu-
MaJ/IbHO MPUCTOCOBAHUX OJ/19 BUKOHAHHS TO/IOBHOIO
3aBOaHHS — BM/MBY Ha ayAuTopil0 3 MEeTol OTpu-
MaHHSs1 HeobxigHoro edgekTy [10, c. 202].

KoXeH i3 HaBeAeHMX Ha CXEMi €/IEMEHTIB 3iICHIOE
CBili BKNag y CpuUiAiHATTS peKnaMHOro TeKCTY CNoXu-
BauyeM. Po3rnsiHemMo cknafoBi eN1EMEHTU AETa/IbHO.

a) cnoraH — opuriHasibHa NakoHiYyHa chpasa, Lo
XapakTtepuaye nignpremcTso (KOpnopaTtuBHWI C/10raH)
yn ToBap/nocnyry (ToBapHWiA crioraH). Ha cxemi (ayB..
puc. puc 2) BigobpakeHo pPo36iKHOCTI cepen, HayKoB-
LiB LLOA0 MicUs cnoraHa y CTPYKTYpi pekiaMHOoro Tek-
CTy. Tak, YaCT/Ha 3 HMX BBaXalTb, L0 PEKIaMHWUIA
TEKCT NOYMHAETLCA i3 crioraHa. IHWi HaBnaku — nouu-
Ha€ETbCA i3 3aroNoBKa, a 3aBepLUyeETLCA crioraHoM. Tak,
€. KoBaneHko [8] BBaxae, L0 CNoraH Ta exo-gopasa —
ue iAeHTUYHI NOHATTA. HaToMiCTb iHLWWI BBaXarTh, L0
cnoraH Mae po3MilLlyBaTtuch nicns exo-cpasm. LLe yac-
TUHa [7, c. 1702] BBaXxae, L0 C/10raH He MOXHa po3r/is-
[aTW K «LL0Cb BUHECEHE 3a PaMK/ OCHOBHOTO TEKCTY;
BiH ABNsi€ COBOK0 CKMNaA0BYy YacTVHY BCbOro peknam-
HOTO TEKCTY, MOB'Ai3aHYy 3 HUM OCOG/IMBUMW CEMaH-
TUYHVMMW Ta CTPYKTYPHUMU BIAHOCUHAMU, OCKISIbKM
cfioraH — Ue pesynsrar CTUCHEHHS 3MiCTY OCHOBHOIO
TEKCTY, KOPOTKE hOPMY/IHOBAHHS A0ro TeMu». BusHa-
YEHHS 3HAYEHHS CrioraHy A1 CNPUAHATTA peknam-
HOro NOBIAOMJIEHHS Ta Or0 MiCLA Y CTPYKTYPI TEKCTY Y
noganbLuomy 6yae po3risiHyTO AeTaNbHille.

6) 3aro/ioBOK — pAJOK, WO 3a4a€e CTU/b peknam-
HOMY MOBIAOM/IEHHIO | PO3KPUBAE OCHOBHY i€t0 TEK-
cTy peknamu. €. KosaneHko [8] BBaxae, WO came
3aros10BKy BiABOAMTLCS BaXXIMBE 3HAYEHHS, OCKifIbKM
Bif, CMPUAHATTSA 3aroNoBKy 3a/1€XUTb WMOBIPHICTb
peknamMHOro TekcTy OyTu npouvTaHum. Mapametpu
e(PeKTMBHOrO 3arofioBKy HaBefEeHO Ha pPUCYHKY 3.
Uepes Te, WO 4MTaHHAM 3arofsioBka 06MeXyTbCs
80 % umnTauis [7, c. 1702] — ubOoMy e/leMEHTY pekam-
HOro TEKCTY HEOOXiAHO NPUAITUTU 3HAYHY Bary.

B) nNiA3arosioBoK. HesHayHa KiNbKiCTb pekiam-
HUX TEKCTIB MOXE MICTUTMK Mifg3aro/1oBK1 — CBOEPIAHI
«MICTKM MiX 3arofloBKOM Ta OCHOBHUM TEKCTOM>», 5K
ix HasmBae C.HO. TiopiHa [14], 3agaya sikux nigsecTu
ynTaya A0 CAPUNRHATTS TEKCTY. Y psdi BUNagkis came

NiZ3aroNI0BOK 003BOJIAE 3aKPINUTY yBary croxvsada
i CTUMY/IIOE A0 NPOYUTaAHHSA BCbOrO TEKCTY peknam-
HOro MOBIAOM/IEHHA. CUHTaKCMYHA KOHCTPYKUIA nid-
3arosioBKa aHas1oriyHa KOHCTPYKLi 3aronoBKa;

) OCHOBHWIA peknamHuii TekcT. Po3kpuBae MoBi-
LOMJIEHHS BUHECEHEe Y 3aro/ioBok. Lle ocHoBHa vac-
TVHa NOBIAOM/EHHS, WO onucye ToBap/nocnyry/nig-
NPUEMCTBO, iX NepeBarn, yMoBu NpuabaHHs, akuii,
MicLie NMOKYNKW Ta iHLWi BiAOMOCTI. AK NpaBuso, Y KiHLi
peKNamMHoro TEKCTY MICTATLCS A0BIAKOBI AaHi (BUPOO-
HUK, TEepPMiHW akuii, napTHepu 3axoAdy) 3MICT AKUX
BM3HAYaETLCA BUAOM 06’eKTY peknamu. Komnosumuis
(nobypoBa TeKCTy peknamu) MoBIAOMIEHHSA MOXe
6yayBaTuCh 3a Pi3HMMW MOAENAMNU, XapakTepucTrka
SKUX HaBefeHa y Tabnuuj 2. PeknamHuin TEKCT Hece y
Cc0o6i OCHOBHe 3MICTOBHE HaBaHTaXXEHHS L0 BUMarae
AeTanbHOro po3rnsay nigxoais Ao AOro HanMcaHHs.

LLlofo 3mMiCTy OCHOBHOT YaCTUHWU PeKIaMHOr0 Tek-
CTYy, TO BiH 3a/1€XuTb Bif, TOr0, Ha KOro cnpsimoBaHe
NoBIAOM/IEHHS. Y pasi SKWO agpecartoM € npomuc-
JIOBUIA cnoxmBady, abo ToBap Mae cneuiasizoBaHe
NPU3HaYeHHS — TO TEKCT MICTUTb CK1afHi PeYeHHs Ta
TEPMIHOJIOMNYHO HACWMYEHWIA. Y pa3 AKWO 3BEPHEHHS
ajpecoBaHe iHAMBIAYya/lbHOMY CMNOXMBayeBi — TO
TEKCT Ma€ KOPOTKi peyeHHs, 4acTo He3akiH4YeHi, Lo
MatoTb NepPeBaXXHO eMOLiiiHe 3a6apB/eHHs.

h) exo-thpasa (pasa-nyHa) — KopoTka dopasa, Lo
3aBepLUye pekamHuil TEKCT. 3a CyTTHO — Lie CMHTak-
CMYHa KOHCTYPKLif, WO NOK/IMKaHa MocuTUAn CTBO-
peHe peknaMHUM TEeKCTOM BpaxeHHs. E.B. Kynikosa
3a3Hauvae, Wo exo-thpasza Moxe OyTu HabnvxeHa 3a
CBOIM 3HAYEHAM Ta CTPYKTYPOI A0 PEKNaMHOro C/o-
raHy, a Moxe crnisnagatu 3 HUM. MeTta exo-chpasu —
NOBTOPSATM 3MICT pekamMHoOro nocnaxHs [10, c. 202].
Take MOBTOPEHHA [03BOJMIAE 3aKPINUMTU iHopmMaLito
noAaHy y peknaMHOMY TeKCTi, afpke oCcTaHHs (ppasa
3aBXAu 3anam’saiTOBYETbCS HalibinbLue. Y SKOCTi exo-
hpasn MOXyTb BYTU BUKOPUCTaHI: Ha3Ba TopriBeb-
HOT MapkK, crioraH, okpema gopasa (Moxe cnisnagatu
i3 3arofI0BKOM). CUHTaKCUYHO — Lie NPOCTe pPeveHHs,
paujioHasIbHOro (418 NPOMMC/IOBOrO CNOXKBaya) yn
€MOL,iiHOrO 3a6apB/IEHHS.

OKpemMnMm  eleMEeHTOM  PeKNamMHOr0  TEKCTY
®. [xedkiHC BBaXa€ KynoH — 4aCTMHOK MOBIAO-
MJIEHHS, SIka MOXe 6yTu npeacTassieHa A1 0OMiHy
Ha ToBap, UM SK MPaBO Ha 3HWXY YW iHLWY Nibry
[5, c. 140]. Mpuitiom 3 KYMOHOM XapakTepHuii Ans

Cnoran 3aroao0BoK

OcHoBHHI
PEKIIaMHHIA TEKCT

Exo-dpaza Croran

L |

ITig3aromnoBok

|

Kynon

Puc. 2. CTpyKTypa peknamHoOro Tekcty

[xepeso: y3a2a/ibHEHO aBMoOpPoOM Ha OCHOBI [2; 5; 8; 10, ¢. 202]
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| CrypyKTypa peKjIaMHOIO TEKCTY

Crucna | IToBHa |

Cnoran

1
Cnoran

1
Pexnamua
dbpa3a, mo | 1 | | 3aroyIoBoK I— CrnoHykaiabHa YaCTHUHA.
nepezac TTosicHIO€ CYTh TIPOMO3HIIIT 1
OCHOBHY MICTHTb TOJIOBHHI apryMEHT
TIPOTIO3HIII0
B ME¥Xax Mera: OKpeCIHUTH iTbOBUH
peKIIaMHO1L CErMeHT Ta MPUBEPHYTU HOTO
KaMIiaHii yBary
i
Mera:
BU3UTIBKA TTix3aronoBok I_ JlomarkoBa JyacTHHa.
TOBapy / 3abe3neuye MIaBHICTh EPEXOLY 10
nociyru / TEKCTY
ocobucTocTi
/ KoMIaHii u Merta: OCHUIIMTH 0 3ar0JIOBKY
OcHOBHMI || Toscuropanbha yacTuHa. MicTHTh
2 peKIaMHHUN BIJIOMOCTI NIPO 00’ €KT peKsIaMU
TEKCT |_
| Mera: Hamaru iHdopMariiro
| 3 | | Exo-dpaza 3akiroYHa YacTHUHA.
Pezromye nocanus
|_ Mera: 3aKpinuTH MOAaHy
iHpopMaIliro
| Jlorotun | | Crnoran | | PexBizutu

Puc. 3. letanizoBaHa CTPYKTypa peK/1aMmHOro TeKCTY

Lkepesno: y3azasbHEHO aBmopoM Ha OCHoBI [4; 7, c. 1622; 8, c. 176; 10, c. 202]

Tabnuuya 2

Mopeni KoMno3uuii peKNaMHOro TEKCTY

Moaenb KoMmnosuuii

KntouoBa 0co6MuBICTb

XapakTepucTuka

[pamatunsoBaHa HasBHiCcTb croxeTy Mpobnema — nosiea ToBapy (Y4apiBHWiA 3aci6) — BUPILLEHHS
npo6nemmn — aprymeHTaL,isi Ha KOPUCTb TOBapy

HappatusHa HapatuB (po3kpusae cutyauito | Cutyauisi — npo6aema — BUPILLEHHSI — MOBYaHHS

peknama CNOXVBaHHA TOBapy Ta Ha3nBae

0ro xapakTepucTmki)

MopiBHANbHA

CniBCTaB/IeHHS, MOPIBHSAHHSA

Mpo6rema — aHanoris (cuTyawis BUPILLEHHST) — ifes — BUPILLEHHS

IHCTpyKLiA Jis (mae micue piecnisHa Mpobnema — apryMmeHT — CNOHYKaHHA A0 A
Temneparypa) — Ajisi OnucyeTbeA
yepes fiecnosa)

Mepenik OpHovacHe peknamyBaHHs Brinagok konm peknamyeTbes Aekifibka ToBapis 04HOMo
BMPOGHMKa abo, Hanpukiag, TOPriBe/IbHOrO LEHTPY,
cnewiasizoBaHoro MarasvHy, po3BaXasibHOro 3aknay ToLo

3aragka MuTaHHa (pUTOpUYHE Un 1) 3anuTaHHa — BUpiLLEHHS Npo6ieMun — ToBap (AK 3aci6

HaBogsLLEe)

BUPILLEHHS)
2) 3anuTaHHA — ToBap (5K 3aci6 BMpIiLLEHHS) — BUPILLEHHS
npo6nemu

Lxepeno: [2; 7;

13]
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BMKOPWCTaHHSA Y APYKOBaHili peknami abo y IHTep-
HeT-BUAaHHAX (B LbOMY BUNagKy (YHKLI0 KynoHy
4yacTo 3aMiHIOE KOZOBE C/I0BO UK LIMGIPOBO-NITEPHNIA
Habip). IHWoT gymMkn gotpumyetbes B.FHO. banaxiHa,
BiIHOCSIUN KYMOHW [0 cKnagy «(aKyNbTaTUBHUX ene-
MEHTIB» [2, c. 36]. Takox Yy BignNoOBIAHOCTI [0 Kiacuy-
HOr0 TPaKTyBaHHS CK/1a40BUX MapKETUHIOBOT KOMYHi-
Kawjii KynoHu BiAHOCATbLCA A0 3aC06iB CTUMY/IHOBAHHS
36yTy, a He f10 peknamu [6; 9]. TOX TEeKCT KyNnoHy mae
cTaTh 06’'EKTOM iHLLOrO AOC/IAKEHHS.

Po3rnsiHyBLWUM CKNaAoBI €/1EMEHTU PEKIaMHOro
TEKCTY MOXHa 3p06WTU BUCHOBOK, LLO KOXEH 3 HUX
He iCHye cam Mo cobi, a € YaCTMHOK 3arasibHOI cuc-
TeMu, sika cnpsiMoBaHa Ha JOCSArHEHHS NEBHOT METK
TMM cCaMnm 36epirae CUCTEMHICTb PEKNAMHOIOTEKCTY.
Y3arasibHVBLUM HaBefeHe MOXHa 3anponoHyBaTy
HaCTYMHY CTPYKTYPY PEK/IAMHOIO TEKCTY, L0 MICTUTb
OCHOBHi efleMeHTN, POo3KpPUBAaE X CYTHICTb Ta MeTy
3acTocyBaHHs. [leTanizoBaHa CTPYKTypa peks1iaMHoro
TEKCTY HaBefeHa Ha PUCYHKyY 3.

BiaMiTUMO, L0 HAABHICTb BCIX CK1aZl0BUX eNleMeH-
TiB Y pek1amMHOMY MoBiAOM/IEHHI HE € 060B’A3KOBUM.
Cepepf haktopiB, WO BM3HAYaKTb CTPYKTY MOBIJO-
M/IEHHS MOXHa BigHECTW: ajpecar, MeTa peknamy-
BaHHSA, OO'EKT peknamu, KaHan nepegadi nosigo-
M/IEHHS.

HecxoXiCTb peKMaMHOro TEKCTY Ha iHLWI TUMIK Tek-
CTiB HEPO3PMBHO MOB'A3aHa 3 1oro oyHKUiAMY | nosic-
HIOETLCA Hacamnepeq, Tieto iHpopMaLifiHO GoYHKLIE
CNiJIKYBaHHA MDK NOCTa4ya/IbHUKOM | CIOXUBAYEM.
Mpy3HaYeHHsA peknamMHOro TEKCTY 3a3BMyaii Nonsrae B
TOoMYy, W06 NoAiATM Ha NOTEHLIAHOMO CNoXuBada, 3aLlj-
KaBWTW, NEPEKOHATM A0r0 B HEOOXiZHOCTI BUMHEHHS il
AN 3310BONEHHS X NOTpeb abo HaragaTn Npo Taki Aii.

BucHOBKM 3 npoBeAeHOro AoCNigKeHHA. Y3a-
ra/IbHUBLUM, MOXHA BigMITUTK, LLLO PEKNaMHUIA TEKCT —
Lie cknagHa KOMyHiKaTMBHa OOUHMLSA, SKa 3a CK1aaoM
i CTPYKTYpPOIO MOXe HabyBaTu Pi3HOMaHITHUX KOHI-
rypauiii Ta B sikiii hOKyCy€eTbCA BiNbLUICTb €/1IEMEHTIB
peKknamHoi KoMyHikauii. Ii OCHOBHVUMW CKNagoBuMK
yacTvHaMW € 3arosioBOK, OCHOBHUIA TEKCT, exo-dhpasa
Ta cnoraH. BUKOpPUCTaHHSA BCIX CKT1aHVKIB 3a1eXUTb
Bi MeTu, 06’eKTy peknaMyBaHHS Ta KaHany nepegadi
MOBIAOM/IEHHS.

PeknamHi TeKCTM BUKOPUCTOBYIOTbCH, 3 OAHOIO
60Ky, Y LUIMPOKOMY CMeKTpi 3acobiB MacoBoi iHhopMa-
Ljii abo peknamHMX MaTepianax, a 3 iHLWOro — y Pi3HMX
CLeHapisix BUKOpUCTaHHA. Hanpuknag, e Moxe 6yTu
NOLUYKOBWIA ONTMMI30BaHuii TekcT (SEO) B iHTepHeTI
ab0o KopoTKWiA cnoraH y peknami. Tox y nogasnbLiomy
HEeOoOXigHNM BWAAETLCA PO3POGMEHHST CTPYKTYpU
peknamMHoro TekcTy BignoBiAHO A0 BUMOr [0 edek-
TMBHOI BMAAYi KOHTEHTY Mg yac agantauii peknam-
HOI KOMYyHiKaLii fO OHMaiH-NpoCcTopy, WO BMMarae
HanucaHHA crnevjiasibHOro Pek/1IaMHOro TEKCTY. Takum
YMHOM, MAETbCSA NPO Te, WO6 CcKNacT! peknamHuin
TEKCT TakMM YMHOM, LU0 BiH nepefasBaB MaKCUMYyM
3MICTOBHOIO HaBaHTaXKEHHS 3a MiHIMyMY ChiB.
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ADVERTISING TEXT: PLACE IN ADVERTISING COMMUNICATION AND STRUCTURE

The purpose of the article. Communication is an integral part of modern society. Nowadays, it performs
several functions: from establishing communication in interpersonal communication to defining the definition
of a communicative setting for the purpose of a planned impact on a person or a group of people. The ability
to influence communication is in demand in a variety of areas, including marketing, which uses linguistic and
non-verbal means to exert a planned impact on the consumer. The purpose of the study is to address the issue
of developing a detailed structure of advertising text. To solve this goal, the following tasks are envisaged: a)
to consider approaches to the interpretation of the essence of the category “advertising text”, b) to classify
advertising texts that will allow to adapt the structure of the text according to its type, c) to separate models of
composition of advertising text, d) to offer detailed the structure of the advertising text.

Methodology. Methodological basis for the study were the methods of generalization, concretization, sys-
tematization, synthesis, stylistic analysis, subject-descriptive and comparative methods.

Results. The need to develop an appropriate structure for advertising text requires a thorough analysis of
existing texts. Generalization of scientific experience has made it possible to obtain the following results. First,
consider the approaches to interpreting the nature of the “promotional text” category, which allowed us to dis-
tinguish the specific requirements that the advertising text must meet.

Namely, the need for its compliance with the object of advertising, the form of communication, the method
of transmission, taking into account the non-identity factor of the message, which imprints on its encoding
and decoding. The following features determine the multiplicity of advertising texts and the variety of forms
of advertising. It is for this reason that it occupies the most important place in the structure of marketing com-
munications of the manufacturer.

Second, to classify advertising texts that can be used to tailor advertising text to the specific requirements
of marketing communication. The following criteria are suggested: structure, pragmatic metric, transmission
channel, placement, emotional coloring, advertising object, target audience type. The choice is driven by the
influence each of them has on building communication.

Third, distinguish the models of the composition of the advertising text. Among the proposed: dramatized
model of the composition (assuming the presence of the plot), narrative (reveals the situation of consumption
of the goods), comparative (outlining the problem and the analogy of its solution, which pushes the consumer
to a certain choice), instructions (clearly defines the algorithm for solving problems with the use of advertising
object), a list (simultaneous advertising), a riddle (a question, how to describe a problem — and a product offer,
how to solve it). Outlined models are the basis for choosing the structure of the text and its content.

Fourth, to offer a detailed structure of advertising text. There are two approaches to creating promotional
text: a simple structure outlines the list of required elements. Expanded — specifies the purpose of including an
element in the overall structure and its possible effect.

Practical implications. The value of the research results obtained from a practical use perspective is to
develop a basic structure of advertising text that can be adapted to any communication. In addition, it was
found that the development of advertising text for traditional and online communication needs to take into
account the particularities of the environment, and therefore requires further study.

Valueloriginality. The article proposes the classification of advertising texts, distinguishes models of com-
position of advertising text, develops an adaptive structure of advertising text. Further research is needed to
develop the structure of advertising text in accordance with the requirements for effective content delivery
when adapting advertising communication to the online space, which requires the writing of special advertis-
ing text. Thus, it is a matter of constructing the advertising text in such a way that it conveyed the maximum of
content load with the minimum of words.
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